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't’s all about the product, why waste
time on modeling out the business?
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Free as a business model: Examples

Google §fd

Linked
WeoMD et

© William Kaigler 2019 6



Carnegie Mellon University
Swartz Center for Entrepreneurship

* Co-opted Customer to Provide Key Activities to Improve
the Value Proposition
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”...don’t make business more
complicated than it needs to

pbe...”

;‘ I3
| A
. . .. ’/
».. l \

Don Jones



COSTS / COMPANY FOCUS

The Business Model Canvas

Designed for:

é Key Activities

What Ky Actibes 00 our Yakee PTODoSITOns reguiee®
Qur Datsbuton Channels?
Customar Aetaticnsnips”

Key Partners

WO are Our Koy Partnens®
W arw ot bary g
Winkch Hey Resources ane we acouairing 4+om partners?

Wiich Kay Activies do partners perform? e SUrGarST

MOTHATIIS FO8 PATHIRS.
Csbraration and sconorey.

Reckctce of uk ard ucsnaRty
LGS Of TR SSsRT 300 ACTMTNS

Key Resources

What Ky Resouroes 00 our Valse Propositions reouine?
Qur Datrtuton Channels? Custnmar Ssbrticnesioe
Resenue Streams?

TYres ar escuncEs

Ay
ietechine Trard satents. coTMPNE, detel

Hwman
s

Value Propd

What vakss CO wa dekvar of: 1

sitions -

ty wlal ach of cur

Customer Relationships '

Channels

Customer Segments p L 3

e el mzertant cuscmen?

Cost Structure

Wit ave the most Important costs Nhenent in ur Dusiness moces
W Ky INSOLTCRS Are ] s
Wik Koy Acthuties e most mepensve?

™ rouw sesmERs Mo
Coat reen (anest cast sirecriu, ow PrCE VAT RORAINGN, MK SSmatoe, arfsese aeesing!
e e FOCHmed 31 R SRIION SABTVAT! VIL ATRILAAN

LaMrs CassacTIRaTCE

Fivad Conts Salaves, rerts, atSoe

Variable coat

b of wae

Frmaaran o s

0 Revenue Streams

DESIGNED BY: Business Model Foundry AG
The makers af Business Modl Generation and Strategyzer

©@O0®®

This mork & licansed under he Craative Commons Attrisuson-Shars Alke 10 Unported Lsme. T ves & coy of ths Icene, vt
Stpcrastivecammons.cral cemsesby-sa/1.0) or send & lettar 1o Craathe Commens, 173 Second Strest, Sebe 330, San Franciecs, Calomis, M08, USA.

@ Strategyzer

strategyzer.com

SND04 YIINOLSND / INTVA



Carnegie
Swart~

il Value Propositions

Designed for: Designed by:

Date: Version:

What value do we deliver to the
customer?

Which one of our customer’s
problems are we helping to solve?
What bundles @
services are we
Customer Seg
Which custom¢

Value prop defined for
each significant customer

ch cus segment
S 5 Quantify Value ($$, time,
Characteristics Other)

Must be relative to
competing solutions
(consider goodness factor)

Newness 3.
Performance
Customization
“Getting the jok
Design
Brand/Status

Price

Cost (reduction)
Risk (reduction)
Accessibility
Convenience/usability

it [
Value Propositions Ghi

or whom are we creating
alue?

ho are our most
portant customers?

ass Market
iche Market
egmented
Diversified
ulti-sided platform

Customer Relationships @

[ ]

DETAIL IS IMPORTANT!

Revenue Streams

¢

@ @ @ @ DESIGNED BY: Business Model Foundry AG

The maker: S5 Model Gereration and Stralegyrer
This worl vak
st -

@ Strategyzer

strategyzer.com



The Business Model Canvag: 33 t-F 11

Key Partners Key Activities

What Ky ACThes 00 o
Our Datetutnn Chanmels?
Customar Aetticnsnips”

e Strears?

MOTHATII N 108 PR
- ey

Arodn Sawng
AaorTuvetwark

Key Resources

Cost Structure

Wiat ae the most important costs Ihenent n T business moces
W Ky INSOLTeRS A1 ] i
Wik Ky Activiies are most mepensve?

™ rouw sesmERs weme
Cout Drfeen (ares: cast stracire, Kow ErCE VAL AOAINGT, UML) SUAITANGE ETETNE OITY
v FOCuted a1 ran SRSIN CAREVAT! VIL ATRILNA

LaMrs CassacTRRaTCE
Fiwed Comts isalaves, rants, stWoes
Vasiable coats

Feanamies of s

v 14 e

D

Revenue Streams

For what our customens really wiling b pay®
e mia o thy pay?
Haw are they curmestly paying?
Farw weulkd Uty prefi 10 pay?
Haw msch coes mch Rewnus Straam comri

o e s rmcms
Lise brice #egocistion barpuinng

(AP — '

@ @ @ @ @ DESIGNED BY: Business Model Foundry AG
The makers af Business Moge Generation and Strategyres

This mork & licensed under he Creathvs Commons Attrisuson-Shars Alke 10 Unparted Lcenes. T ves & copy of ths Icenss, wat:

Btp:\crastivecsmmone oral cansseby-a/1.0) or send & lettar 1o Craative Commens, 171 Second Strest, Seke 330, San Franciecs, Calomia, M0s, USA

® Strategyzer

strategyzer.com



Carnegie Mellon University
Swartz Center for Entrepreneurship

Let’s talk about revenue
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What is Revenue? — Really...

Revenue is how your
customer rewards you for
the value that you create.

 Reflective of the value
provided
 (ldeally) Quantifiable
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What do we know, just from this?

1. We understand our customer
(in detail)
2. We understand why (& how) they
benefit from what we are doing
3. We understand whether there is
enough left for us to make this worth
while
4. We understand what we don’t understand!
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“...your scientists were so
preoccupied with whether they
could that they did not stop to
think about whether they

should...”

» .

Jeffrey Goldblum
Jurassic Park
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How do you use the Business Model Canvas

* The BMC is the cornerstone of your internal business plan

* The BMC need to be as specific as possible!
* The more quantification the better

* (Initially) focus on customer segments and value proposition
* Develop it in the order that | presented it
* Prioritize risk or unknowns

* The BMC is an evolving tool, not a one time task
e The BMC should be visible to the entire team
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Wanna try?




